














TORONTO

GET YOUR GLAM FIX IN TORONTO AS THE CHIC, ELEGANT AND OH-SO-SEXY CITY HOSTS THE 26™ ANNUAL IGLTA
CONVENTION, MAY 7 - 10, 2009. PREPARE TO BE DAZZLED (AS WE PREPARE TO ROLL OUT THE HOT PINK CARPET)
AND MOST IMPORTANTLY, NETWORK WITH OVER 400 EXPECTED ATTENDEES FROM ALL OVER THE GLOBE. THE
COUNTDOWN IS ON FOR WHAT'S SURE TO BE MAY'S MOST FABULOUS WEEKEND.

CHECK WWW.IGLTA.ORG/CONVENTION OFTEN FOR UPDATES ON REGISTRATION AND CONVENTION DETAILS.
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Designed to both educate and guide you through the many opportunities available in the gay & lesbian marketplace today,
this guide includes information and resources on the following topics:

- Gay Market Highlights, including a summary on market research and statistics
- Gay & Lesbian Internet, including Social Networking

- Gay & Lesbian National and Regional Print

- Gay & Lesbhian E-Mall

- Gay & Lesbian Direct Mall

- Gay & Lesbian Event Marketing

- Gay & Lesbian Contextual, Text-based advertising

- Gay & Leshian Radio

- Gay & Lesbian Online Video / Cable / Satellite

In addition, we have information about media and marketing opportunities within specific gay &
lesbian niches you may wish to learn more about, including:

- Categories such as Travel, Sports, Marriage and Business

- Themes such as Lesbian, Gay Men and Adult

- Ethnic Groups such as Latino, African-American, and Asian

- Age Groups such as Youth and Seniors

- Specialty Groups such as Bears, Circuit Parties and Country Western/Rural
- Regional opportunities in print and online

New in this edition is more detailed coverage on the following industries and regions:
- Automotive, Travel and Technology

- Dallas, Los Angeles, San Francisco, Toronto

- Canadian Market, UK Market

When online, find more information at www.GayMarketReport.com
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Buying Power of Gay Men and Lesbians in 2008
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Ing & Advertsing Agiancyl
“Dynamic Marketing for Diverse Consumers'
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misi@magmarketinggroup.com.
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GLBT Marketing Services

Specialized Web 2.0 Marketing: Our company specializes in the more unique aspects of online marketing in 2008. Working closely with
your product or service, we can help promote your company to the online GLBT community utilizing such services as Facebook Pages,
IgoUgo.com and TripAdvisor.com Marketing, MySpace Pages, Blog Creation, YouTube Video and Flickr Photos, just to name a few.

RO0HPORE& =

Traditional Online Advertising: In addition, we can offer you the more traditonal Banner Advertising and E-Mail Marketing opportunities
to help promote your business to the online GLBT community. Working with our own web sites, as well as other web sites targeting the
GLBT community, we can help Match your product or service to the online GLBT community that is right for you, targeting by regions of
the world as well as themes including travel, sports and more.

Pink Banana Media | www.PinkBananaMedia.com
Matt@PinkBananaMedia.com
8205 Santa Monica Blvd. #1-167
West Hollywood, CA 90046-5912
Voice: 323.908.3653 | Fax: 253.295.0517

About The Editor:

Matthew Skallerud, President of Pink Banana Media and author of the Gay Market Guide,
began his career in the gay & lesbian marketplace when he founded GayWired.com in May
of 1995. He successfully led GayWired.com into one of the premiere and dominant gay web-
sites worldwide, translating that success to LesbiaNation.com and QTMagazine.com (gay trav-
el site). In 2001, he expanded this online reach by launching a company focused on both
developing niche-oriented websites for the gay & lesbian community and helping companies
large and small reach these gay & lesbian consumers through this expanded network of web-
sites, which included GayMonkey.com, GaySports.com, Navigaytion.com, PrideParenting.com
and GayBusinessWorld.com, just to name a few.

Having sold these sites, his focus is now on the latest in advertising and marketing utilizing
social networks and tailoring their opportunities to the GLBT community.

E-mail: matt@PinkBananaMedia.com

Phone: 323 908-3653




